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The increasingly fierce market competition of real estate industry and the 
maturity of consumer group, make that the success of real estate development project 
not only depends on the number of occupied resources. The analysis of real estate 
project market positioning is the basis of product design in project exploitation, 
engineering construction, market planning, estate service and other links. Only the 
accurate positioning of the macro-environment projects, regional projects and the 
advantages and disadvantages, can avoid weaknesses, reduce risk and determine the 
victory from far away. 
 This paper makes use of the positioning planning of Xiamen 2009G21 to study 
the Location of Project, combined with development practices. With the combination 
of the theoretical analysis and empirical research, quantitative and qualitative analysis 
method, this paper carries out the Location of Project through consulting data, spot 
investigation and theoretical analysis of models. 
First, this paper briefly introduces the related theory about the positioning 
planning of the real estate, then analyses the method of real estate project positioning 
and the two problems of solving the locking of objective client base and product 
precise positioning for real estate project positioning. 
Then it concludes the current market background of the real estate development 
in Xiamen based on the entire real estate market analysis, the policy background 
interpretation and the regional economy of Xiamen. 
Finally, it positions this project as high and mid grade of residence with best 
performance price ratio in combination with the competitive strategies which meets 
the project development by analyzing the project and the main competition with 
surrounding projects, And it gives the project product recommendations and price 
positioning bases on the locking of the project potential objective client base and 
taking full account of the high-end positioning, increases the value-added products 
and cost-effective basis. 
The future real estate project positioning planning will be more emphasis on the 
internal needs of mining customers，the more in-depth analysis for characteristics of 
the project, environmental factors, psychological theory and so on. The positioning of 
the real estate market project will be based on the current position and the enterprise 
transformation into the future and the industry, which guides the rational and health 
development of the real estate industry. 
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1996 年，杰克•特劳特整理了 25 年以来的工作经验，写了《新定位》一书，
核心思想仍然源自于 1972 年提出的定位论。艾尔•里斯和杰克•特劳特认为，定
                                                        






















国内方面，定位理论于 20 世纪 90 年代传入国内，1991 年，唐忠朴写了《定















第一阶段是 20 世纪 50 年代的 USP 理论 
1950 年之前，产品的市场供求关系是卖方市场，受当时生产力发展水平和
消费水平的限制，消费者较注重实效，这样理性购买行为促成了广告注意力在产
品特点及顾客利益上。由此，1950 年初美国人 R.雷斯提出了 USP(unique Selling 
Proposition，独特卖点)理论③，认为广告制作中应发现 USP，即传播内容中应包
                                                        
① 杰克•特劳特.新定位[M]. 中国财政经济出版社.1996.  
② 菲利普.科特勒.营销管理 [M]. 格致出版社,2009. 























第二阶段是 20 世纪 60 年代的品牌形象理论 









第三阶段是 20 世纪 70 年代的定位理论 
进入 20 世纪 70 年代，迅猛发展的科技及管理等因素的作用，使企业商品呈
几何级数增长，产品供求绝对性偏向买方市场，原有品牌形象宣传已不能再吸引








                                                        
① 大卫·奥格威. 奥格威谈广告[M]. 机械工业出版社,2003. 


















表 2.1  USP 理论、品牌形象理论、定位理论的比较 







方法与依据 实证 精神和心理满足 差异化 












































































































                                                        











































                                                        
① 菲利普.科特勒.营销管理 [M]. 格致出版社,2009. 
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